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Abstract	  
The	  thesis	  explored	  the	  connection	  between	  individuals’	  social	  media	  promotion	  and	  its	  
influence	  on	  the	  company’s	  performance.	  The	  definitions	  of	  social	  media	  and	  social	  media	  
marketing	  were	  covered,	  taking	  into	  consideration	  both	  the	  advantages	  and	  disadvantages	  
of	  using	  it	  within	  a	  company’s	  strategy.	  
The	  main	  task	  was	  to	  find	  out	  what	  	  impact	  	  social	  media	  on	  marketing	  	  	  a	  company’s	  per-­‐
formance	  (readership)	  on	  the	  web.	  	  The	  literature	  review	  helped	  provide	  valuable	  infor-­‐
mation	  about	  the	  chosen	  topic	  and	  	  give	  the	  solution	  to	  the	  research	  problem	  and	  ques-­‐
tions.	  	  	  
The	  thesis	  was	  completed	  as	  a	  quantitative	  study	  using	  observation	  as	  the	  main	  method	  of	  
gathering	  information.The	  Quantitative	  observation	  involved	  counting	  the	  number	  of	  peo-­‐
ple	  accessing	  the	  service	  and	  analysing	  social	  media	  platforms.	  	  Furthermore,	  a	  test	  group	  
of	  361	  people	  was	  used	  in	  order	  to	  prove	  the	  hypothesis.	  The	  main	  tool	  of	  analysing	  the	  
results	  was	  Google	  Analytics.	  
The	  main	  outcome	  of	  the	  research	  was	  the	  confirmation	  of	  the	  significant	  influence	  of	  
social	  media	  promotion	  on	  a	  company’s	  performance	  (readership)	  on	  the	  web.	  As	  for	  the	  
results	  for	  the	  case	  company,	  Spotted	  by	  Locals,	  both	  research	  findings	  and	  theory	  about	  
social	  media	  have	  proved	  that	  social	  media	  marketing	  is	  essential	  for	  companies	  nowa-­‐
days.	  
Further	  research	  could	  take	  the	  form	  of	  a	  Master’s	  thesis	  in	  order	  to	  provide	  new	  insights	  
into	  the	  chosen	  topic	  and	  support	  the	  existing	  theory.	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INTRODUCTION 
Social media has a great influence on our existence; it covers both personal 
and professional aspects of our lives. However, there is no bigger impact than 
in marketing, where customers are searching the ways to communicate and 
engage, and, at the same time, companies are having endless opportunities 
reaping benefits. Nowadays, it is essential to use social media marketing while 
doing business.   
This thesis aims to provide information about the influence of social media 
marketing since there is very limited empirical study on this topic.  What is 
more, this topic covers definitions of social media and social media marketing 
with taking into consideration both advantages and disadvantages of using it 
within a company’s strategy.  
The empirical study was focused on the company, Spotted by Locals, in order 
to find out the connection between their employees’ social media promotion 
and getting attention from the visitors of the website. 
There are around 350 bloggers writing for the website but only some of them 
get a lot of attention from the readers. Therefore, the question is: does social 
media promotion have any relation to that finding? 
The chosen case company, Spotted by Locals, is a publisher of travel guides, in 
both mobile applications and blog formats, with frequently updated tips by 
local people from more than 60 cities in Europe and North America. People, 
who are writing for Spotted by Locals, called “Spotters”, are people who know 
their cities the best, speak the local language and love to share their favorite 
spots. 
Spotted by Locals have very minimal marketing budget, therefore, social me-
dia promotion and word-of-mouth marketing are essential parts of the com-
pany’s strategy.  
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The aim of this research is to gather information about the influence of social 
media on a company’s performance on the web. In this case, performance is 
measured by readership of articles on the website.   
Social media has changed the way people communicate with each other since 
technology enables them to connect faster and easier. For companies, social 
media marketing became a new way of using technologies.  Examples include 
building stronger customer relationships, attracting new customers through 
social networks and measuring efficiency of marketing strategies. 
The development of the Internet has given endless opportunities for mar-
keteers.  Social media is becoming an essential tool in the marketing field. 
With an understanding of this phenomenon, companies can address the audi-
ence that before was impossible to reach.  
The thesis consists of two parts: theoretical and empirical.  The theoretical 
part is literature reviews on books, articles, theses and blogs. Special attention 
is paid to the year of publication since social media has had a rapid develop-
ment and some information can already be outdated. Literature reviews main-
ly include information about social media, social media marketing and its in-
fluence on a company.  
The empirical part of the thesis is based on analysis of social media implemen-
tation within the chosen case company.  The research is quantitative with a use 
of observation as a main method of gathering information. Quantitative obser-
vation involved counting the number of people accessing services, and analys-
ing social media platforms.  What is more, a test group was used in order to 
get clear information about the current situation. The main tool of analysing 
the results was Google Analytics. This platform allowed information to be ob-
tained about specific bloggers and his/her popularity and views on the Spotted 
by Locals website, and make connections with their social media profiles.  
The main social media channel of research was Facebook since it is the biggest 
social network in the world.   
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The research problem of this thesis is to find out What is the influence of so-
cial media marketing on the company’s performance on the web.   
 
  Research questions were designed in a contextual way: 
1. What is social media and social media marketing (SMM)? 
2. How to measure company’s performance on the web? 
3. How do active bloggers for the case company influence the per-
formance? 
 
In order to cover all the aspects that were mentioned above in this chapter, 
literature reviews about social media were made.  
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LITERATURE REVIEW 
1.1 Social Media 
How can social media be defined? Explaining social media as a concept is dif-
ficult, and a search on the Internet or books will provide answers from various 
perspectives and different sources. Moreover, it is important to underline that 
there is not one clear definition of social media, since it depends on many dif-
ferent factors that tend to change and evolve.  
Nowadays, everything is about social media. According to Albarran (2013, 2), 
social media represents the technologies or applications that people need in 
developing and maintaining their social networking sites. It involves the post-
ing of multimedia information (text, images, audio or video), location-based 
services (e.g. Foursquare, Swarm), gaming, and many other aspects explored 
throughout the various platforms.  
Social media is a great communication tool. More specifically:  
Social media is a set of technologies and channels targeted at forming 
and enabling a potentially massive community of participants to pro-
ductively collaborate. IT tools to support collaboration have existed 
for decades. But social media technologies, such as social networking, 
wikis and blogs, enable collaboration on a much grander scale and 
support tapping the power of the collective in ways previously 
unachievable. (Bradley 2010, 17.) 
Moreover, social media can be described based on three elements: content, 
communities and Web 2.0 (see Figure 1.).  According to Ahlqvist, Bäck, Hal-
onen and Heinonen (2008, 13), content refers to user created material that 
can be different types (ex. photos, videos, tags, reviews, playlists). Creating 
and sharing content, and various interactions, become more interesting when 
other people want to do it as well.  That brings the second element, communi-
ties, where interpersonal communication is essential. What is more, the devel-
opment of technologies enables people to participate in content creation and 
sharing, using web technologies. Web 2.0 in this context is used as a summary 
of technical aspects, and not as the whole phenomenon of social media.  
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Figure 1. Elements of social media (Ahlqvist et al. 2008, 14) 
 
The concept of social media based on application types was described by Con-
stantinides and Fountain (2008, 233) in a following way: 
1. Blogs are online platforms which allow people or companies to share 
ideas, information or links to other web pages; 
2. Social networks allow people to exchange personal content; 
3. Content communities are the platforms organizing and sharing particu-
lar types of content; 
4. Forums (boards) are sites for sharing ideas and relevant information 
around special (same) interests. 
5. Content aggregators are applications helping users to fully customize 
the content they want to access (ex: http://uk.my.yahoo.com/ and 
http://google.com/ig/). 
It is clearly seen that social media definition is complex. Figure 2. shows ex-
treme diversity of social media and the main functions:  
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Figure 2. Social Media Landscape (Cavazza 2015) 
 
Social media can be described as an ecosystem with four main functions: pub-
lishing, sharing, networking, and discussing.  According to Cavazza (2015), 
Facebook and Twitter are beyond all their competitors, since they have suc-
cessfully managed to combine all social media functions and fulfill the needs 
of all their customers.  
Facebook has nearly 1.5 billion active users daily. It is the most popular social 
media network, being used in 129 countries in the world.  What is more, more 
than half of marketeers rate Facebook the most important among social media 
networks. (Stelzner 2015, 28.) 
According to Consenza  (2015), the publisher of World Map of Social Media 
Networks, Facebook has 496 million users in Asia (+47 million since Decem-
ber 2014), 311 million in Europe (+10 million), 213 million in USA & Canada 
(+5 million), 471 million in the rest of the world (+35 million in six months). 
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Figure 3. World Map of Social Media (Cosenza 2015) 
 
In addition, there are several other social media networks that are considered 
among the most popular, namely: Facebook, Twitter, LinkedIn, YouTube, In-
stagram, Google + and Vine. Honkaniemi (2015, 24) gathered data for her the-
sis “Social media as a marketing tool for a small business” about the number of 
active users of these social networks, the graph below illustrates an increase of 
users. 
 
 
Figure 4. Active users of different social media in millions (Honkaniemi 2015) 
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According to Tuten and Solomon (2014, 4), for radio it took 38 years to reach 
50 million listeners, TV needed 13 years to reach the same audience. Mean-
while, the Internet has reached 50 million users in four years, and Facebook 
got 100 million accounts in only nine months.  
1.2 Advantages and disadvantages of social media 
Social media is a new set of tools, new technology that gives an opportunity to 
connect efficiently with, and strengthen relationships with customers and po-
tential prospects.  Lon (2012) states that social media is doing everything that 
the phone, mail, print advertising, radio, TV, and billboards have done for 
companies in previous years.  
However, social media is reasonably expensive and has both advantages and 
disadvantages. There are several factors that could be seen as hot topics for 
social media, specifically: private issues, costs, targeting, unlimited possibili-
ties and time consumption.  
Nopanen (2010) underlined all the issues of social media in her research about 
efficiency of advertising in social media; Table 1. illustrates her conclusions 
about advantages and disadvantages of social media.  
 
Table 1. Advantages and Disadvantages of Social Media (Nopanen 2010) 
Advantages Disadvantages 
Privacy: people provide information 
about themselves by registering 
Privacy issues: misuse of personal 
information and leakages 
Rapidity: enables information to 
spread really fast 
Rapidity enables negative infor-
mation to spread fast as well 
Costs of joining are low (or even 
free) 
Overall costs of SM campaigns are 
usually high 
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Targeting is easy within SM by using 
available tools  
Resources are needed for planning, 
executing, updating and engaging  
Accessibility from anywhere in the 
world 
Time consuming: effective social 
media campaign needs time and ef-
forts 
Unlimited possibilities Still unknown topic in some ways 
 
 
Social media is essential for contemporary companies. However, what are the 
relevant pros and cons of using social media for business practice? 
According to DeMers (2014), the main advantage of social media is cost-
orientated.  Facebook offers pay-per-click advertisements, and the ability to 
tailor advertisements according to users’ perceived interests, in order to reach 
the right audience. In other words, social media gives companies an oppor-
tunity to spread the message much further and faster than it has ever been 
possible to before. 
  Advantages of social media include following aspects: 
• increased sales 
• increased traffic 
• search engine optimization 
• networking opportunities with customers and other businesses  
• stronger customer engagement. (DeMers 2014.) 
 
According to Coles (2014, 4), social media provides new ways to engage and 
stay in touch with new customers. For example, instead of sending newslet-
ters, users can get an update about what is new happening with a company by 
checking company’s LinkedIn.  
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Figure 5. An example of LinkedIn update (Spotted by Locals 2015) 
 
 
In addition, some small news items and updates can be placed on Twitter, and 
the Facebook page of a company is a perfect addition to a website. Facebook is 
great for engaging with customers, but also for increasing brand awareness. 
YouTube can substitute TV and radio with its seminars, tutorials, tests, re-
views, and viral demonstrations of products. (Coles 2014, 5.)  
There are no relevant disadvantages for companies to use social media if social 
media presence is properly planned.  Advantages and disadvantages of social 
media marketing will be described further.  
To sum up the importance of social media, Stelzner (2015, 15), the author of 
“Social Media Marketing Report”, states that 92% of marketeers confirmed 
that social media is essential to their business. 
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1.3 Social media marketing 
The most common use of social media is marketing, sales or PR and commu-
nications. Social media is all about customer and building two-ways communi-
cation. 
Evans (2010b, 10) gave a definition of social media marketing: 
Social media marketing – properly practised – seeks to engage cus-
tomers in the online locations where they naturally spend time. By 
comparison, social business picks up on what they are talking about 
and what they are interested in and connects this back into the busi-
ness where it can be processed and used to create the next round of 
customer experiences and hence the next round of conversations. 
Therefore, it could be seen that the main aim of social media marketing is to 
find the most efficient way to engage people in the online location where they 
tend to spend their time. 
There is a common mistake when people think that social media marketing is 
only an extension of traditional marketing. Several factors are making social 
media marketing different from traditional marketing. 
According to Barker (2012, 15), first aspect is control versus contribution. The 
aim of traditional marketing is to control the content that is seen by audience, 
while social media marketing is putting emphasis on contribution and collabo-
ration. The second aspect is a different approach, focussing on building trust 
with customers. For traditional advertising it is important to be outstanding in 
order to build strong customer relationships, but for social media marketing 
being down-to-earth is key to success. The main differences of traditional and 
social media marketing are shown in Table 2. below.  
 
Table 2. Traditional vs. Social Media Marketing (Stokes 2011) 
 Traditional Marketing Social Media Marketing 
Fixed, unchangeable Instantly updateable 
Limited, time-delayed best-seller Instant popularity measure 
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lists 
Archives poorly accessible Archives accessible 
Limited media mix All media can be mixed  
Sharing not encouraged Sharing and participation en-
couraged 
Committee publishers Individual publishers  
 
 
It could be seen that traditional marketing has a lot of differences compared to 
social media marketing. Therefore, it is essential to use different techniques 
when implementing social media marketing and traditional marketing, 
otherwise, some damages of a company image could be made.  
Compared to traditional marketing, social media marketing is not that expen-
sive, targets a larger audience, gives an opportunities for interactions with cus-
tomers, and has measurable results. What is more, social media marketing 
enables companies to engage and interact with customers, but it also allows 
customers to do the same.  According to Bennett (2012), it is important to pro-
vide answers within a day on a company’s Facebook page, otherwise, inactive 
pages won’t get approval from customers. 
Social media marketing is more complicated that it seems.  According to Gillin 
(2009, 17), traditional one-to-many way of sending marketing content is not 
enough anymore, and it should be strengthened by collaborative communica-
tion media in order to achieve the most effective and competitive communica-
tion. 
Furthermore, Gillin (2009, 34) has concluded that social media has given an 
opportunity to millions of ordinary Internet users, who can share their experi-
ence or opinion to a large audience at almost no cost. Therefore, social media 
marketing has great power and importance, since people tend to rely on social 
media channels.  
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The engagement is an essential part of social media marketing. Understanding 
the importance of it can help in getting access to the biggest source of advice 
and feedback. Engagement has a strong connection to innovation.  Evans 
(2010a, 37) states that it is crucial to know who is talking about a company, 
moreover, the sender is as important as the message, since it is fundamental to 
optimise the processes in order to create the right conversations and correct 
any mistakes in the process for a better performance. 
According to Safko and Brake (2009, 227), there are four main ways to engage 
with people: 
1. Communicate; 
2. Collaborate; 
3. Educate; 
4. Entertain. 
Nowadays, customers need information about a product/company in the fast-
est and easiest ways. In response to this, companies aim to measure the effec-
tiveness and influence of their marketing strategies and practices.   
Fortunately, social media marketing has a solution to this. Customers have an 
opportunity to get information about products, services or companies very 
fast, and companies can have access to the data about their customers (new, 
potential, etc.). Companies can provide all the relevant information about 
products or services in the easiest way. (Bennett 2012.) 
What are the benefits of social media marketing for companies? Survey con-
ducted by Stelzner (2015,17) shows that two main benefits of social media 
marketing are growing traffic and increasing exposure. Other benefits are il-
lustrated in the figure below. 
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Figure 6. Benefits of Social Media Marketing According to Marketeers (Stelz-
ner 2015, 17) 
 
As it was mentioned above, social media develops fast. DeMers (2015) predicts 
seven trends that will dominate in 2016: 
1. In-the-moment updates will be essential. Therefore, there is a 
chance that on-the-go moments will replace scheduled posts in ad-
vance. 
2. Buy buttons will be a trend. Customer will have an opportunity 
to buy a product directly by clicking on advertising campaigns. 
3. In-app functions will spread. Social media websites, like Face-
book, Twitter or Instagram, want to prevent customers from leaving 
their app. This trend gives marketeers endless opportunities to en-
gage with their customer at one place. 
4. New options for publications will be available.  DeMers 
(2015) believes that Facebook’s Instant Articles is just the start for 
this trend. The full articles will be available on social media net-
works without a link to an actual article. 
5. Privacy issues will be a big concern. For example, Snapchat 
and Telegram are successful apps, since these apps allow more pri-
vate and secure way to communicate and engage. Therefore, only 
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platforms that value their customers’ privacy will have a better posi-
tion on the market.  
6. Competition for visibility will arise. Since social media mar-
keting becomes more popular and accessible for all types of busi-
nesses, the competition for organic visibility will grow. The cost of 
advertising will grow together with this trend.  
7. Fewer platforms will emerge. There is a trend that small plat-
forms are either not getting enough attention or are being acquired 
by Facebook or Twitter. However, there is a prediction that there 
will be fewer opportunities for small platforms on the global market. 
 
Social media marketing will face these trends across different social media 
platforms and many audiences. What is more, it is clearly seen that, for exam-
ple, Facebook and Twitter are already trying to adopt these trends within their 
strategies and functions. 
1.4 Influence of social media on company’s performance 
According to Evans (2014), a company cannot tell customers what to think or 
do, but a good company can listen to what customers say and want, measure 
it, and analyse changes over time. Therefore, a company can adjust its message 
and improve the way it is offered.  
Social media is a very powerful tool; companies are trying to come up with 
new ways of implementing social media promotion for their benefit and 
growth. Social media is an activity that mostly based on the concept of influ-
ence. 
Brown and Hayes (2008, 148) state that social media itself can not influence 
customers and companies, but the content and the content creators have a 
great influence on both. Moreover, social media gives an opportunity to spread 
a message fast, so when the message is made in a right and powerful way, the 
impact of it is very significant.  
Customers tend to feel more involved and acknowledged with companies when 
they have a chance to give feedback and engage. Customer-oriented businesses 
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have understood the benefits of social media and have successfully incorpo-
rated it into their marketing strategy.  
As mentioned above, it is essential to take into consideration the needs and 
wants of customers, and in that way social media can be used as a device to: 
• Increase brand exposure; 
• Build two-way communication with customers; 
• Create interactions; 
• Provide customer support; 
• Stimulate corporate innovation; 
• Go beyond the limits. (Lovett 2011, 4.) 
According to Evans (2014), there is a big impact of social media on a compa-
ny’s performance since the customers are changing their role from viewers to 
participants.  If a customer is willing to spend his/her time talking about a 
company/product, it means that a personal interest has been established.   
  Research conducted by Michaelidou, Siamagka, and Christodoulides in 2011 
states that social media networks, like Facebook and Twitter, can help with 
building trust and two-way communication, which leads to stronger customer 
relationships.  
What is more, recent studies have found out that there are around 3,5 billion 
word-of-mouth conversations every day around the world, where two out of 
three conversations have a reference to a product, brand or service. With the 
help of social media, word-of-mouth conversations have an opportunity to 
spread faster and with no geographical barriers. This feature of social media 
has the biggest influence on marketeers. (Evans 2014)  
Nowadays, customers trust each other more than they do the companies. 
Paine  (2011, 5) states that customers prefer companies that are open, truthful 
and genuine. Those companies who do not engage with their customers will 
not succeed or survive.  
According to Dibb, Ferrel, and Simkin (2012, 648), customers value more 
word-of-mouth communications than sponsored communications by compa-
nies. These communications can lead to the new phase of customer engage-
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ment, which is dialogue generated by customers. Therefore, it simply means 
that customers start playing a more important role in shaping and sharing 
own brand experience with others. Kotler and Armstrong (2011, 18) state that 
consumer-to-consumer communication (exchange) is happening through 
blogs, video-sharing sites, social media sites and other digital forums. There-
fore, social media communications could be seen as simple word-of-mouth 
powered by new technologies. 
Customers want to be engaged in different phases of the relationship: for ex-
ample, provide feedback or complain about products or services, have an in-
stant connection with a company, or get a fast reply to their questions or re-
quests (Wollan, Smith, & Zhou, 2010).  
Therefore, it is important to understand which role a person can play in social 
media performance of a company: precisely, he is a priceless source of infor-
mation. Evans (2010b, 27-28) states that a customer is the greatest help and 
support since during the engagement process he/she is more than willing to 
provide a direct feedback about a product or service, and give some relevant 
recommendations from customer’s perspective about changes that could be 
done or fixed quickly.  
However, social media can be difficult to address. Smith and Wollan (2010) 
outline that there are six factors prove that how conventional wisdom of cus-
tomer communications and engagement no longer relevant: “You give up all 
control” (1,2); “It is everywhere” (3,4); “It is emotional, as well function-
al”(5,6): 
1. There is no media filter, therefore, there is no proof that the information is 
real; 
2. There is no way that influence of social media can be stopped (even in 
court); 
3. Social media exceeds any metes and bounds (geographic, economic, demo-
graphic, etc.); 
4.   Content of social media is broadened by the help of viral effect; 
5.   User-generated content is stimulated by an emotional reaction; 
6. Social media influences companies to make decisions much faster and with 
less accurate information.  
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Therefore, it is essential to understand the importance of these six factors and 
adapt to new regulations for customers, companies and various strategies.   
1.5 Influence measurement 
Social media and measurement are closely related, however, it is not that easy 
to find an efficient way to measure something as dynamic as an engagement 
on social media platforms.  Weber (2009) states that there are existing prob-
lems in what to measure, how to measure and what these results mean in 
terms of social media. Therefore, the measurements are useless and meaning-
less if there is no context of specific business goal. 
However, why is it so important for a company to measure its social media 
influence? A stronger social media influence of the company can extend the 
reach of their message to the targetted audience. (Sorokina 2014.) 
According to Paine (2011, 8-11), there are several reasons why it is essential to 
measure the influence of all of a company’s efforts: 
1. Data-driven decision making saves a lot of money and time; 
2. It helps to allocate budget and stuff; 
3. Learn more about the competition; 
4. Adjust the strategy.  
 
Weber  (2009) argues that the best way to measure influence is to check visits, 
page views, and unique visitors. This metrics can be analysed with a help of 
Google Analytics.  
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RESEARCH METHODS 
 
The research aims to explain the importance of social media and its influence 
on a company’s performance. The study in this thesis focuses on the im-
portance of social media.   The literature review was conducted with through 
the use of books, journals, websites, articles and research papers about theory 
of social media and social media marketing.  Due to the fact that social media 
marketing as a topic is relatively new, the volume of academic literature and 
studies are limited. What is more, companies usually do research about social 
media marketing, and there is no public access to all the information available 
about social media and its influence.  The research focuses on the theory and 
insights by social media marketeers and experts. 
In this research only quantitative methods were used. According to Creswell 
(2013, 19), while using quantitative approach, theory should be tested, and it is 
essential to measure and observe the variables. In this thesis, a test group was 
designed in order to investigate a relationship between social media promo-
tion and company’s performance (readership). In addition, quantitative obser-
vation was done before and after the test group in order to have a clear picture 
about the importance of social media for case compamy. The results of quanti-
tative observation could be measured and numbers were interpreted after all. 
Measuring relationship between social media and its influence on the perfor-
mance is a difficult topic to address. Research was focused on theories of social 
media and, as an outcome, the importance of it.  A case study strategy was im-
plemented to fulfill the need of an exploratory nature of the research. Accord-
ing to Robson (2002, 59), exploratory study is a valuable source of finding out 
new insights and to address phenomena in a new light. The main emphasis of 
this study is explanation the relationship between variables. The information 
about the chosen topic is limited, therefore, the exploratory design was needed 
to gain familiarity for further research. The main goal of this thesis was to 
study major details, settings and concerns.  
What is more, it was essential to gather all the relevant and required infor-
mation from previous researches and studies to understand major trends of 
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social media. The case study company provided all needed information for the 
research. 
1.6 Research goal, problems and questions 
Research was made in the terms of an applied research, because the main aim 
was to improve understanding of particular business objective, to be more 
precise, it was about finding out if there is any influence of social media pro-
motion on company’s performance. 
 
The thesis was divided into three stages: data collection, data analysis and data 
interpretation in order to establish a connection between theory and research 
questions, and make a conclusion about the importance of social media for the 
case company. (Creswell 1998, 3.) 
Rational and creative thinking techniques were used in this research in order 
to search the suitable literature and come up with personal preferences using 
existing data. When formulating research objectives, SMART test was used to 
make sure that objectives are specific, measurable, achievable, realistic and 
timely.   
What is more, relevance trees were used, since it is a useful method of bringing 
form and structure to literature reviews and of guiding the search process 
(Sharp, Peters, & Howard 2002, 36).  This method helped to identify the key 
words, main areas of the subject and its importance. 
As for philosophy, the philosophy of pragmatism was chosen, it enables work 
on practical aspects by integrating different points of view to analyse the data. 
What is more, the researcher had to adopt both objective and subjective per-
spectives. (Saunders, Thornhill, & Lewis 2009, 119.)  
In order to have opportunity to make better-informed decisions about re-
search design, the approach was planned beforehand. Mostly, there was de-
ductive approach applied, for example, when analysing the results of test 
groups. However, inductive approach was needed to look at the same case 
from different perspective. 
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The main aim of this research was to provide meaningful answers for the re-
search questions and objectives, so the most appropriate strategy was case 
study because this research requires becoming a part of the organisations in 
order to understand the current situation and to find answers for research 
questions. Moreover, the chosen topic required a rich understanding of a real 
life context to provide the best research data.  
It was chosen to apply mixed-method design because it enables the use of dif-
ferent data collection techniques and analysis procedures one after another, 
but does not mix them. (Saunders, Thornhill, & Lewis 2009, 152.) Bryman 
(2006) states that there are many substantial reasons to choose mixed-method 
design, for example, triangulation, facilitation, complementarity, generality 
and possibility to study different aspects. 
 
Table 3.  Reasons for using mixed-method design (Bryman 2006) 
Triangulation Use two different independent sources of data 
Facilitation Use of one data collection method or strategy for one 
purpose, and other method or strategy within a study 
(qualitative/quantitative results analysing) 
Complementarity Qualitative method was used to fill in gaps of quantita-
tive data collection 
Aid interpretation Use of qualitative data to explain relationship between 
quantitative variables 
 
 
As for time horizons, cross-sectional studies were implemented since this the-
sis is a study of a particular phenomenon (influence of social media market-
ing) at a particular time. (Saunders, Thornhill, & Lewis 2009, 155.) 
To visualise the choice of data collection and data analysis, research onion see 
Figure 7. designed by Saunders, Thornhill, and Lewis (2009, 128). 
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Figure 7. Research onion with chosen data collection and data analysis (Saun-
ders et al. 2009, 128) 
 
What is more, literature review about social media promotion and impact of 
social media on business was done with a help of Google Scholar to analyse the 
situation. Primary and secondary literature sources were used in this research. 
Research Problem and questions 
The research aims to address the issue of the importance of social media on 
the case company’s performance.   
As it was mentioned above, research problem of this thesis can be described 
as: 
• What is the influence of social media marketing on the company’s per-
formance on the web? 
 
In order to address this problem, four research questions were made in a 
broader and contextual way: 
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4. What are social media and social media marketing (SMM)? 
5. How to measure a company’s performance on the web? 
6. How do active bloggers for the case company influence the per-
formance? 
1.7 Research implementation: data collection and data analysis 
As it was mentioned above, all the research has a quantitative basis; the main 
purpose of this thesis was to describe a case and to gain insight information. 
The sample of the thesis was relatively small and gained from in-depth ex-
planatory data.  
Data collection method was designed in a way to get results that give meaning, 
experience and views. Observation and a test group (experimental) were used 
as a main method of data collection.  A test group is used in this research to 
examine a variable (in this case: social media usage). (Saunders, Thornhill, & 
Lewis, 2009.) Google Analytics were used as a main tool of data collection 
(amount of views, unique visitors, etc).  
As for data analysis, the researcher began with concepts that are more general 
and then moved towards more specific information, since the theory was 
emerging from one area to another (in this thesis from social media to how to 
measure its influence). The plan for data analysis was made in advance: firstly, 
the data was organised, then the needed framework was chosen, after that all 
the data was sorted within this framework, and finally, created framework was 
used for an analysis. In other words, advanced plan of data analysis allowed 
the researcher make a structure for the thesis.  
While doing the literature review, content analysis was needed, since it helped 
to avoid a lot of subjectivity from the different sources and literature, and to 
simplify the definitions of social media trends. This type of analysis helped to 
summarise all the relevant content and to make a connection between social 
media and its influence on a company’s performance. (Saunders, Thornhill, & 
Lewis 2009, 266.) 
As was mentioned above, the main goal of this thesis was to find out the rela-
tion between individuals’ social media promotion and a company’s perfor-
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mance. Observation was based on social media presence of 361 people (blog-
gers, who write for Spotted by Locals) with different backgrounds from 65 cit-
ies. Therefore, there is no generalisation possible for a selected group of peo-
ple.  
The research was divided into two parts: analysing the data from social media 
platforms from Spotters from September 2014 until December 2014, and con-
ducting test groups during May-July, 2015.  
For the first part of the study all bloggers from Spotted by Locals were ana-
lysed in the following way:   
1. Name of Spotter; 
2. Views (Sep-Dec 2014); 
3. Active on Facebook? 
 
It was essential to observe and evaluate Spotters’ performances in order to 
create the basis for the test group.  
The second step of data collection, as stated in the previous chapter, was the 
test group. Participation was based on the principle of one’s own free will.  
Each of the 361 Spotters received an email in April with an invitation to join a 
test group. The main purpose of the test group was to find out if there is any 
connection between being active on social media and getting viewers for the 
articles.  
Spotters could choose from three options: 
1. Share an article of Spotted by Locals update every week; 
2. Keep up the same way they have been posting about Spotted by Locals 
(average periodicity of shares is 2 times per month); 
3. Refuse to participate. 
The test group was going on for three months (from May till end of July 2015); 
during these three months the theoretical part was finalised.  
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The last step of the studies was conducting a comparative analysis of the re-
sults gained from quantitative observation (September-December 2014) and 
the test group (May-July 2015). 
Taking into consideration the purpose of this thesis, it could be seen that these 
procedures are valid and reliable for this case, since it was designed especially 
for the case company with an aim to get an explanation about the importance 
of social media. 
1.8 Reliability and validity of the study 
Reliability and validity are two of the most important aspects of the research 
methodology to gain information about the current situation. There are vari-
ous factors that can influence validity and reliability, for example, data collec-
tion methods, data analysis, or research questions. (Roberts & Priest 2006, 
41.) 
As for the validity of literature review, it was directly dependable on the litera-
ture sources that were carefully chosen.  
The limitation of this thesis was the small amount of scientific literature about 
the impact of social media on a company’s performance.  The chosen topic is 
constantly changing; therefore, the main focus was on the general characteris-
tics of social media instead of specific features that would change within some 
time. However, all the relevant information was gathered to answer all the re-
search questions and to provide a solution to the research problem.  
What is more, the time limitations had an influence on outcome of the thesis, 
because it would be beneficial to study the topic further.  
Taking into consideration the conducted research and a unique concept of the 
case company, results of this study cannot be generalised, and deeper and fur-
ther research is needed.  It is advisable to conduct the same research with an-
other similar company and compare the results, since it is important to prove 
that the same research can lead to the same results.  What is more, further re-
search can provide new insights on the chosen topic and support the results 
from this thesis.  
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1.9 Ethical consideration  
Honesty must be maintained regardless of the chosen topic; this mainly refers 
to plagiarism, citation, responsibility and accountability, and data interpreta-
tions. (Walliman 2011, 240.)  
The ethical issues in research can be concerned either with the values of hon-
esty and personal integrity or with the ethical responsibilities to the subjects of 
research. Honesty is to be maintained regardless of the topic of the work. It 
particularly refers to plagiarism, citation, responsibility and accountability, 
and data interpretations. (Walliman 2011, 240)  
  
Therefore, in this thesis all the ideas of other researchers were mentioned, in 
order to acknowledge the actual authors.  
What is more, during the test group part of the research, general ethical issues 
were followed:  
• privacy of participants; 
• voluntary nature of participation; 
• reactions of participants and non-participants;  
• behavior and objectivity of the researcher. (Saunders, Thornhill, & 
Lewis 2009, 186.) 
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RESULTS 
In this chapter, the main results of this thesis are presented, making a connec-
tion between the literature review and case company. In addition, the research 
questions were answered and explained.  
1.10 Observation 
During the selected time period (Sep, 1- Dec, 31), 361 Spotters were writing for 
Spotted by Locals, where 207 Spotters were not active with social media pro-
motion and 37 Spotters were not users of Facebook.  All the data was collected 
from social media accounts of Spotters.  
 
 
Figure 8. Spotters divided by their social media activity (2015) 
 
It is clearly seen that the majority of Spotters do not share their articles, and 
only 30% of Spotters share their articles on the monthly basis (each of the ac-
tive Spotters posted his/her articles more than once a month).   
Spotters with a higher amount of views tend to share their articles; meanwhile, 
it works other way around with Spotters who have smaller amount of views. In 
other words, when Spotters share his/her articles, the chances that he/she will 
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get more views is higher than if they do not share their articles. Therefore, so-
cial media activity can lead to a better individual performance on the web.  
1.11 Test group 
In order to reveal any influence of individuals’ social media promotion on an 
overall situation, a test group was formed. The test group was formed by con-
tacting Spotters with a request for help. Therefore, participation in a test 
group was voluntary, since every individual has a right to decide how to use 
their social media channels.   The main purpose of conducting the test group 
was to ask Spotters to share a link to one of their spots on social media at least 
once a week in May, June and July.  After those three months, the comparison 
with previous results was made.  
Since Spotted by Locals puts an emphasis on promotion on social media, it 
was very beneficial for a company to know what the impact is of individuals’ 
social media promotion on a company’s promotion in general.  
As it was stated above, the test group was active from May until July.  The 
same amount of Spotters were writing for Spotted by Locals (361 people), 
where 120 Spotters were not using their social media for promoting Spotted by 
Locals, 11 Spotters shared on their social media that they left Spotted by Lo-
cals, 34 Spotters do not have any interactions with their Facebook account, 
and 33 Spotters do not use Facebook. What is more, 141 Spotters were identi-
fied as active Spotters and 22 Spotters as very active Spotters. 
What is the difference between active and very active?  An active Spotter is a 
Spotter who shares his or her articles once a month, and a very active Spotter 
is one who shares his or her articles, or Spotted by Locals updates, more than 
once a month.  
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Figure 9. Spotters divided by their social media activity (results after the test 
group, 2015) 
 
The number of active Spotters has increased by 9 % after the formation of the 
test group. It is clearly seen from the graph below that amount of active and 
non-active Spotters has equalized. Since the amount of views increased as well 
by 21%, it can be conducted that individuals’ social media promotion is a cru-
cial part of the case company’s marketing. 	  
 
 
Figure 10. Comparison of the situation 
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What is more, the percentage of non-active Spotters has decreased by 20%, 
and it could be seen as a good result within such a short period of time.  173 
out of 361 Spotters had increased their position in the ranking, meanwhile, 
Spotters who lost their positions had stopped sharing their articles or they had 
left Spotted by Locals.  
1.12 Outcome of the observation and test group 
After conducting the test group and making an observational analysis, two of 
the research questions can be answered. 
The answer on the influence of social media on the company’s performance is 
that there is a direct dependency on active individuals’ promotion and success 
of the articles, since when the articles had been promoted on social media or 
the Spotter had created awareness of their writing for Spotted by Locals, the 
chances were high that articles of this Spotter would be popular.  
Therefore, by promoting articles or Spotted by Locals updates, Spotters can 
get more attention to their articles than Spotters who don’t promote anything. 
The majority of Spotters, who have chosen not to promote Spotted by Locals 
on their social media channels, did not get a lot of attention from readers. 
There are several factors that could be reasons for this: 
• Friends of Spotters do not know that he/she writes for Spotted by Lo-
cals; 
• Spotted by Locals is not a main focus of this particular Spotter (he/she 
writes for some other platforms); 
• The city that Spotter is from is not a hot destination for users of the 
Spotted by Locals website/app; 
• People want to read about their destination in their native language. 
 
What is more, Spotters who do not use social media do not get many views, 
and so it could be concluded that a Spotter’s network of friends is important in 
achieving greater numbers of views.  
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Taking into consideration that it was proven that social media promotion has 
an influence on a company’s performance, the case company should hire blog-
gers who are active on social media.   
As mentioned above, the impact of social media is significant, therefore, it en-
ables every Spotter to become a spokesperson for Spotted by Locals. The per-
centage of non-active Spotters had dropped by 20%, meanwhile the amount of 
active and very active Spotters increased by 15 %, and it could be seen as a 
good result within such a short period of time.  Moreover, more than half of 
Spotters had increased their position in the ranking. Figure 11. Illustrates the 
change in the positions of Spotters based on the amount of views after con-
ducting test group.    
 
 
Figure 11. Change in ranking of Spotters (based on the amount of views) 
 
However, it is essential for a company to set rules and regulations about how 
to maintain the ways of engagement, social media conversations and, most 
importantly, about how to represent Spotted by Locals in these actions. 
To sum up everything mentioned in this chapter, social media promotion plays 
one of the main roles in Spotted by Locals’ performance, and by hiring Spot-
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ters who are willing to share their articles, stronger customer relationships 
could be achieved. 
After analysing the data from the test group, the findings were outlined.  Tak-
ing into consideration research questions and problems, it can be seen that 
social media has a strong influence on the case company’s performance.  
The findings were based on the observation of social media platforms. The in-
formation about Spotters is private (who they are, where they from, what they 
do, etc) therefore, only the main outcome can be mentioned in this thesis.   
The main findings listed above helped the researcher to come up with a clear 
conclusion about the case: 
• The majority of the most popular Spotters share their articles and Spot-
ted by Locals’ updates on their Facebook page; 
• Popular Spotters, who do not share that often, had joined Spotted by 
Locals a relatively long time ago and had shared their articles at that 
time with a constant frequency; 
• Non-active Spotters were writing for other platforms/blogs as well, 
therefore, they were using their Facebook for promotion of these plat-
forms/blogs.  
• Some of the active Spotters were using the hashtag spottedbylocals (on 
Twitter and Instagram) , which led to creating brand awareness as well. 
• Cities play important role also, because people are interested in some 
cities more than others; 
• The majority of North American Spotters are not active; 
• The most active and popular Spotters are usually from Central Europe.  
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CONCLUSIONS 
 
There is a constant discussion about how to do successful marketing. Social 
media marketing is a fast developing trend that should not be seen as an addi-
tion to other marketing tools, but as an essential tool in itself.  
Based on the findings of the conducted research, it could be seen that social 
media is a powerful communication tool for people and companies all over the 
world.  
Social media is a difficult topic to address since there are countless definitions 
of this phenomenon. Social media has become a platform for businesses and 
their customers since companies can engage with the customers by providing 
relevant information, giving them a chance to contribute to the existing con-
tent, and, most importantly, strengthening the relationships.  Social media has 
given endless opportunities for companies to build brand image as well.  
Word-of-mouth marketing has been proven very important point in social 
media. Therefore, it is important to listen to the customers and adjust compa-
nies’ strategies towards their needs. (Dibb, Ferrell, & Simkin 2012, 648.) 
The main benefits of using social media are that there are no boundaries (geo-
graphical or time related), no investment on training staff, and having two-
way communication, an outcome of this being improving customer relation-
ships. However, there are some disadvantages of social media marketing, such 
as lack of knowledge, insufficiently trained people, and the poor maintenance 
of social media platforms. The main drawback is security issues. (Evans, 
2014.) 
As for an outcome for the chosen case company, both research findings and 
theory about social media prove that social media marketing is essential for 
contemporary companies. As was mentioned throughout this thesis, mar-
keteers have endless opportunities and experience benefits while using social 
media for companies.  
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The main aim of this thesis was to find out if there is any influence of an indi-
viduals’ social media promotion on a company’s performance (readership).  
The results show that the influence is significant, and the readership is truly 
dependant on an individual’s social media performance: in other words, a per-
son, who shares their articles on their social media platforms, gets more atten-
tion from the readers, and this works in reverse with people who do not share 
any. 
What is more, for the case company it would be efficient to hire Spotters who 
are active on social media or willing to share Spotted by Locals’ articles since 
they have a big influence on the company’s performance, and Even one person 
can make a difference. 
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APPENDICES 
Appendix	  1.	  Invitation	  for	  participation	  in	  the	  test	  group	  (Non-­‐Active	  Spotters)	  
   
Dear XXX, 
My name is Kristina Kukhalashvili. As you may have heard, I'm writing my 
thesis in cooperation with Spotted by Locals.  I would like to ask for your help.  
We are analysing if sharing on social media by Spotters actually has the effect 
we hope for: more Spotted by Locals fans.  
If you're not already doing so, we would like to ask you to share a link to one of 
your great spots on "your" social media at least once a week in May, June & 
July, so I can compare results of previous months.  
  
We would really appreciate your help. If you have any questions or don't want 
to cooperate, please let me or Bart know. Thanks very much! 
 
Tip 1: you could add a reminder to your calendar to share a post!  
Tip 2: in the social media handbook you can find best practices for sharing 
  
Best regards, 
Kristina Kukhalashvili 
 
 
  
41 
 
 
Appendix	  2.	  Invitation	  for	  participation	  in	  the	  test	  group	  (Active	  Spotters)	  
 
Dear XXX, 
My name is Kristina Kukhalashvili. As you may have heard, I'm writing my 
thesis in cooperation with Spotted by Locals. I would like to ask for your help.  
We are analysing if sharing on social media by Spotters actually has the effect 
we hope for: more Spotted by Locals fans.  
We've identified you're one of the very active Spotters, so we probably don't 
even have to ask. But for our analysis it would be great if you can share a link 
to one of your great spots on "your" social media at least once a week in May, 
June & July, so I can compare results of previous months. 
 
We would really appreciate your help. If you have any questions or don't want 
to cooperate, please let me or Bart know. Thanks very much! 
  
Tip 1: you could add a reminder to your calendar to share a post!  
Tip 2: in the social media handbook  you can find best practices for sharing 
  
Best regards, 
Kristina Kukhalashvili   
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Appendix	  3.	  Participants	  demographics	  (Social	  Media	  Marketing	  Industry	  
Report)	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